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Notes	
	
1	Snoopy	Street	Fair	will	subsequently	be	referred	to	as	Street	Fair	and	The	Simpsons’	Tapped	Out	
as	Tapped	Out.	Each	game	has	been	analysed	through	its	iOS	version;	all	three	are	also	available	
on	Android.	
2	In	some	games,	particularly	those	primarily	based	within	social	media	sites	such	as	Zynga’s	
Farmville	and	Cityville,	such	a	network	of	connected	players	is	essential	in	order	to	progress	in	
the	game.	In	these	games	players	rely	on	friends	within	their	social	media	network	to	provide	
2	In	some	games,	particularly	those	primarily	based	within	social	media	sites	such	as	Zynga’s	
Farmville	and	Cityville,	such	a	network	of	connected	players	is	essential	in	order	to	progress	in	
the	game.	In	these	games	players	rely	on	friends	within	their	social	media	network	to	provide	
them	with	key	in-game	assets	that	allow	them	to	complete	tasks	and	reach	higher	levels.	
	 36	
	
3	This	strategy	has	since	continued	with	the	release	of	three	further	app-based	games	and	a	
Peanuts	movie.	
4	Some	games	may	become	their	own	licensed	brand,	for	example	the	merchandising	extensions	
to	Cityville	(Zynga,	2010)	or	Angry	Birds	(Rovio,	2009).	
5	I	do	not	wish	to	deny	issues	of	the	digital	divide	here.	Naturally	the	games	are	not	fully	inclusive	
as	players	still	need	access	to	expensive	hardware.	They	are,	however,	inclusive	to	players	who	
already	have	access	to	such	technology.	
6	Street	Fair	is	a	notable	exception	in	not	requiring	a	server	link	to	run;	it	is	more	common,	
however,	for	such	games	to	require	internet	access	to	work	as	is	the	case	with	Tapped	Out	and	
Dragonvale.		
7	Similar	strategies	appear	in	skill-based	freemium	games	in	which	players	buy	lives,	power	ups	
or	access	to	higher	levels.	
8	In	late	2011,	Dragonvale	also	introduced	Kairos,	a	dragon	that	reduced	any	time	specific	
activities	in	the	player’s	park	by	six	hours.	However,	this	dragon	was	itself	only	available	by	the	
player	either	playing	mini-games	numerous	times	or	spending	large	amounts	of	premium	
currency.	
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